ABSTRACT
INTRODUCTION
onventionally applied marketing communication tools to deliver messages, such as TV, radio, and print, have received more attention due to the development of newly applied media tools such as electronic and mobile environments. Marketing communication tools have been developed in various environments, such as online vs. offline environments (also called virtual/marketspace vs. non-virtual/marketplace), and in various forms such as direct vs. indirect forms. Among those tools, product placement is stated as an indirect and a prominent example of hybrid messages or paid attempts to influence audiences that do not identify the sponsor (Balasubramanian, 1994) . Product placement, also often referred to as brand placement, can be defined as a "paid product message aimed at influencing movie (or television) audiences via the planned and unobtrusive entry of a branded product into a movie (or television program)" (Balasubramanian, 1994 , cited in Karrh, 1998) . Karrh (1998) stated that marketers have to look for ways to better reach their audience more effectively, one of them being product placement, which can be defined as "inclusion of branded products or brand identifiers, through audio and/or visual means, within mass media programming". Product placement is applied to reach a target audience effectively through traditional marketing means like advertising, due to a changing environment in which consumers show an increasing dislike of overt and obtrusive advertising through active and passive avoidance. In addition, new technological improvements, such as digital video recorders (DVRs), allow for easy skipping of television commercials (Lawrence, 1989 ; Olney, Holbrook, and Batra, 1991; Alwitt and Prabhaker, 1994; Zazza, 2002) . Gupta and Gould (1997) indicated that placements do not necessarily have to be paid for in hard dollar terms by the marketer, but instead can include cross-promotions and mutually beneficial marketing campaigns, or simple, unpaid product or brand inclusions. Studies also mentioned that product placement is not restricted to movies and television programs but has recently extended to other media such as radio programs and game shows, print media (LaReau, 2005) , and computer games (Schneider and Cornwell, 2005) . Previous studies suggested that placement activities may target movies or television programs (Balasubramanian, 1994) and may yield real placements (i.e., those C
LITERATURE REVIEW
The effect of product placement, the use of a product's name, packaging, signage, or other trademarks in the media (Steortz, 1987 , cited in Nelson and Deshpande, 2013) , and as part of marketing communication tools on attitudes to products or brands, has been widely investigated. Belch and Belch (2004) stated that product placement is most efficient if it is part of an integrated marketing communication approach; i.e., the strategic integration and coordination of the various communications functions instead of having them operate separately, thereby avoiding duplication, taking advantage of the synergy effect, and developing more efficient and effective marketing communications programs. Gillespie, Joireman, and Muehling (2012) stated that the bulk of past research on product placement has explored how features of the placement impact recognition of and attitudes toward brands and products (Balasubramanian, Karrh, and Patwardhan, 2006; Karrh, 1998) . Previous studies explored normative influence on product placement effects (Noguti and Russell 2014) , the effect of prominence and mode on audience recall (Gupta and Lord, 1998) , consumers' perceptions of ethics and acceptability (Gupta and Gould, 1997), issues of paid and unpaid product placement (Hackley and Tiwsakul, 2012) , brand placement, brand recall and choice in entertainment media (Hang, 2014) , consumer socialization (Gregorio and Sung, 2010) , and consumer response to foreign and domestic brand placement (Nelson and Deshpande, 2013) .
Product placement can also be called brand placement depending on whether product or brand is highlighted (Karrh, 1998) . The inclusion of branded products or identifiers through audio or visual means within mass media programming can also be called brand integration (Balasubramanian, 1994 , cited in Wiles and Danielova, 2009 ). Product placement has shifted closer to the realm of conventional marketing as customers have become more marketing savvy and the technique has become more prominent; it originally fell under the umbrella of covert marketing (Karniouchina, Uslay, and Erenburg, 2011). Product placement is applied with similar beliefs to advertising, such as increased awareness, increased interest, increased intention to purchase, and changed behavior, but with different perspectives. Among the applications of product placement in different types of media, various studies have explored the effects of product and brand placement in movies. Studies have examined the effects of product placement in a cultural context (Nelson and Deshpande, 2013) , the economic growth of product placement in movies (Karniouchina, Uslay, and Erenburg, 2011), and placement modality, character associations, and blatancy (Wiles and Danielova, 2009 ). Other studies have measured the effects of product placement in television programs (Gillespie, Joireman, and Muehling, 2012; Hackley and Tiwsakul, 2012 ) and video-game advertisements (Hang, 2014) . Previous studies have explored the effects on consumers of product placements (Auty and Lewis, 2004; Russell 2002 , cited in Noguti and Russell, 2014) by addressing ignorance of the social environment of television series consumption. It is also being argued that nowadays the level of effectiveness of traditional marketing efforts, like advertising -on TV, on radio, or in print media -is constantly decreasing due to environmental changes, such as consumers increasing dislike of overt advertising or the rapid penetration of DVRs, allowing consumers simply to skip the ads broadcast on TV (Lawrence, 1989; Alwitt and Prabhaker, 1994; Zazza, 2002; Mack, 2004) . Hence, there seem to be good reasons for marketers to believe in product placement being able to deliver persuasive messages to the consumer. Various studies have addressed the effectiveness of product placement, such as recognition (Brennan and Babin, 2004) , recall, and attitudes (Gupta and Gould, 1997).
Theoretically, the theory of reasoned action (TRA), which discusses a person's beliefs about the nature of anticipated outcomes, influences the formation of attitudes that influence behavioral intentions (Ajzen and Fishbein, 1980 ). Encoding variability theory; i.e., repeating a theme with small variations, can enhance the audience's memory of the theme (Singh, Mishra, Bendapudi, and Linville, 1994) and support learning through repetition of product placement. Increasing media exposure influences consumers' attitudes and behaviors through product placement (Johnstone and Dodd, 2000) .
While there has been much research on the effectiveness of product placement in general, this study focuses on automobile brands, where there has been barely any research undertaken so far. Balasubramanian (1994) argues that the effectiveness of product placement could be somewhat diluted if the consumer believes the endorser (here, the movie maker) had mostly been economically motivated in placing the product -considering plot incongruence (Balasubramanian, 1994; Russell, 2002) . Moreover, the consumer can be conditioned through a product's or brand's repeated association with a highly regarded celebrity or persona, e.g. Pierce Brosnan's hero character James Bond driving a BMW 750iL leading to a desired consumer response, like deeper involvement with the brand (Balasubramanian, 1994) . There seems to be empirical evidence that product placement can be a valuable tool for automobile brands; for instance, BMW created brand equity of €184 million ($222 million) value by featuring its Z3 roadster in the James Bond movie GoldenEye, making it the most-renowned car in the company's history (Spiegel Online, 2004) , and creating more than $100 million brand equity value by featuring the 750iL sedan and R1200c motorcycle in Tomorrow Never Dies (Stewart-Allen, 1999), making the R1200c the best-selling motorcycle in 1998 (Castelligasse, 2005).
HYPOTHESES DEVELOPMENT Effects Of Brand Awareness On Image
Brand awareness that significantly impacts consumer decision-making (Huang and Sarigollu, 2012) occurs when consumers can recall or recognize a brand or simply when consumers know about a brand (Keller, 2008; Huang and Sarigollu, 2012) . Brand awareness may signal presence and substance, because of high awareness for a long time, because the firm's products are widely distributed, and because the products associated with the brand are purchased by many other buyers (Aaker, 1991; Hoyer and Brown, 1990 ; also cited in Homburg, Klarmann, and Schmitt, 2010). Many researchers (Gupta and Lord, 1998; Gupta, Balasubramanian, and Klassen, 2000; Johnstone and Dodd, 2000; Russell, 2002) believe that placing products and brands in various media, such as movies, television programs, print, or video games, can have a significant impact on consumers' brand knowledge structure; i.e., brand awareness and brand image (Keller, 2008) . In this regard, prominent and highly visible placements of cars can be an important factor in creating awareness and image for a certain brand, especially when the placement conveys performance, realism, plot congruence, and social status perceptions (Balasubramanian, 1994; Markin, 1979; Russell, 2002) . Product placement and other marketing programs and brand elements (e.g. brand name, logo, slogan, etc.) were applied to generate associations (about the company, country of origin, etc.) to develop brand awareness and brand image (Keller, 2008) . DeLorme and Reid (1999) found that product placement in movies was most effective when the audience had a positive perception of plot/scenery congruence, a prior consumption experience, an empathy with characters portrayed and an involvement with the story, and awareness of traditional advertising for the brand featured in the movie. Johnstone and Dodd (2000) found that, within a controlled environment in the theater, product placement has the potential to increase brand salience, dependent, however, on the type, length, and context of the placement. Russell (2002) investigated the effectiveness of product placement in television programs with regard to modality and plot connection congruity and its effect on memory. Among diverse applications on various media types, which media is most effective and how customers perceive it is less examined. Based on this consideration, this study examines how customers' awareness through placements that are associated with cues, such as characters or product features, affect brand image. Therefore, this study also hypothesized that the effects of brand awareness on image are based on media types.
H1a: Brand awareness of automobile brands from product placement in movies affects an enhanced brand image.
H1b: Brand awareness from product placement in TV programs affects an enhanced brand image.
H1c:
Brand awareness from product placement in print media affects an enhanced brand image.
H1d:
Brand awareness from product placement in video games affects an enhanced brand image.
Effects Of Brand Familiarity On Image
Brand familiarity is defined as a unidimensional construct that is directly related to the amount of time that has been spent processing information about the brand, regardless of the type of content of the processing that was involved (Baker, Hutchinson, Moore, and Nedungadi, 1986) . It is also defined as the number of productrelated/service-related experiences that have been accumulated by the consumer (Alba and Hutchison, 1987 , also cited in Tam, 2008) . Previous studies have stated that familiar brands tend to exhibit stronger associations with product categories (Lee and Sternthal, 1999; Negunadi 1990 ) making them more accessible in memory (Negunadi, 1990 , cited in Brennan and Babin, 2004) . Previous studies have examined the effect of brand familiarity on the attitude toward an ad-brand attitude relationship (Phelps and Thorson, 1991) , with experience contributing to brand familiarity (Johnson and Kellaris, 1988) , and the evoked set (Baker, Hutchinson, Moore, and Nedungadi, 1986), the effects of the brand familiarity on response to stimuli (Anand and Sternthal, 1990 , also cited in Stammerjohan, Wood, Chang, and Thorson, 2005) , and its effects on satisfaction evaluations (Tam, 2008 ). Dahlen and Lange (2004) suggested that brand familiarity is a very powerful factor in advertising. Brennan and Babin (2004) discussed brand familiarity and placement recognition (Babin and Carder, 1996; Brennan, Dubas, and Babin, 1999) . Based on this consideration, this study hypothesized that brand familiarity, due to product placement, affects image. This study also hypothesized the effects of familiarity on image based on media types.
Effects Of Brand Image On Purchase Intention
Brand image refers to consumer perceptions and encompasses a set of beliefs that consumers have about the brand (Srivastava and Kamdar, 2009 ). Shah, Aziz, Jaffari, Waris, and Ejaz (2012) indicated that brands may impact purchase intention influencing a customer to purchase a particular brand. Purchase intention is defined as an individual's intention to buy a specific brand he or she has chosen for him or herself after a certain evaluation (Khan, Ghauri, and Majeed, 2012; Laroche, Kim, and Zhou, 1996). Customers' intention to purchase a focused brand is not merely caused by their attitude to the brand, but also by their attitudes to other brands they might otherwise have considered (Porter, 1974 , cited in Shah, Aziz, Jaffari, Waris, and Ejaz, 2012). Previous studies have discussed the impacts of attitudes toward brand/product (Stammerjohan, Wood, Chang, and Thorson, 2005) and satisfaction and purchase intentions (Taylor and Baker, 1994 ; Cronin and Taylor, 1992). Based on this consideration, this study hypothesized the impact of brand image on purchase intention.
H3:
Overall, brand image due to product placement positively affects purchase intention.
METHODOLOGY
This study measures the effectiveness of product placement for automobile brands and its effect on purchase intention. In particular, this study measures 1) how brand awareness of due to product placements improves brand image, 2) how brand familiarity due to product placement improves brand image, 3) how brand image arising from product placement affects purchase intention, and 4) how the effects of brand awareness and familiarity of image are different based on media types. A five-point Likert scale was applied for each construct (i.e., 1 is" strongly disagree" and 5 is "strongly agree"). Random data collection was applied.
The survey took about 15 minutes to complete and started out by briefly summarizing the research topic and explaining the concept of product placement, containing examples of the major media types movies, TV programs, print, and video games. The first section covered consumers' habits with regard to frequency of going to the movies (occasions per month), watching TV (hours per week), reading various print media (hours per week), and playing video games (hours per week). Section two of the survey contained a number of questions about consumers' perceptions of product placement in the various media, such as level of awareness, liking, or preferences. The third section contained a number of open-ended questions about consumers' awareness of car brands; i.e., the subjects were asked to list car brands they were aware of, which they have seen in movies, TV programs, print media, and video games, as well as car brands they have purchased in the past or are likely to purchase in the future and for which reasons. Section four was optional and contained demographics such as age, gender, nationality/ethnicity, educational status (undergraduate, full-time graduate, part-time graduate), and annual income level. In order to get valid data, the questionnaire was distributed to 290 subjects. Data analysis, such as ANOVA, regression and correlation analyses were applied for hypothesis testing.
DATA ANALYSIS Demographics
A total of 290 surveys were distributed and 265 valid responses were collected. Thus, the response rate was 91.4 percent. Of the respondents, 54.7 percent were male and 42.7 percent were female. Respondents were between the ages of 18 and 43 years and 95.6 percent were in the target age group bracket of 18 to 35 years. The mean age was 25.6 years and the educational status was almost evenly distributed with 46.8 percent being undergraduate students and 49.1 percent graduate students. With regard to cultural diversity, out of the 265 respondents, 24.2 percent were U.S. American, 33.6 percent Asian, and 30.6 percent European. Also, 33.2 percent reported an annual income of $10,000 to $30,000, 9.8 percent between $30,001 and $50,000, 5.7 percent between $50,001 and $70,000, 3.8 percent between $70,001 and $100,000, and 2.6 percent more than $100,000.
This study evaluated the respondents' frequency of watching or exposure to the different media types; i.e., how often they go to the movies per month, watch TV shows, read print media, and play video games. Results are: 63.8 percent of respondents attend the movies at least one to two times per month, 21.1 percent three to four times (Figure 2 ) with 13.4 percent, this time, however, followed by Ford (9.1 percent), which ranks number one in both occurrence and duration in American television shows, and Mercedes (8.3 percent), while 21.7 percent of the respondents could not remember having seen any car brands on TV. Number  26  17  78  8  16  16  1  9  6  29  3  16  10  9  6  23  70 Percentage 7,6% 4,9% 22,7% 2,3% 4,7% 4,7% 0,3% 2,6% 1,7% 8,4% 0,9% 4,7% 2,9% 2,6% 2,0% 6,7% 20,3% In print media (Figure 3 ), BMW again scores the highest value of all brands, this time, however, significantly lower with only 10.5 percent, followed by Mercedes (8.1 percent) and Ford (6.1 percent). The number of respondents unaware of car brands in this medium has risen to 30.4 percent. The level of awareness decreases even further in video games (Figure 4) , where 38.0 percent are totally unaware of any car brands, while this time Honda is in the lead with 6.9 percent, followed by Ferrari (6.0 percent) and Ford (4.5 percent).
Awareness of Car Brands in Movies

Figure 4: Awareness Of Automobile Brands In Video Games
Hypothesis Testing
To analyze the proposed hypotheses, this study applied the results from the quantitative analyses such as ANOVA and regression analyses. Table 1 provides the results of the regression analyses for the effects of brand awareness on image based on different types of media. The results of this study are that the effect of brand awareness on image is significant in the case of product placements in movies at the 0.05 level, while the effect of brand awareness on image in the case of other media types was not significant. Therefore, hypothesis 1a was accepted. Overall, the ANOVA on the effects of brand awareness on image based on different types of media found the models significant at the .01 level with F = 3.734 (r-square = .154). Table 2 provides the results of the regression analyses for the effects of brand familiarity on image based on different types of media. The results of this study are that the effect of brand familiarity on image is significant in the case of product placements in movies at the 0.05 level, while effects of brand familiarity on image in the case of other media types were not significant. Therefore, hypothesis 2a was accepted. Overall, the ANOVA on the effects of brand familiarity on image based on different types of media found the models significant at the .01 level with F = 4.084 (r-square = .162). Further, this study measured the effects of overall brand image on purchase intention (H3: shown in Table  3 ). The results of the regression analysis were significant for the effects of brand image on purchase intention at alpha = 1%. Therefore, Hypothesis 3 was accepted. Overall, the ANOVA on the effects of brand image on purchase intention found the models significant at the .01 level with F = 28.723 (r-square = .198). 
Awareness of Car Brands in Video Games
CONCLUSION
This study measured the effects of brand awareness and familiarity due to placements on brand image and the effects of overall brand image on purchase intention. This study also measured the effects of brand awareness and familiarity on brand image based on different media types. The results of the study found that 1) the effects of both brand awareness and familiarity on brand image are significant in the case of movies, but not in the case of other media and 2) the effect of overall brand image on purchase intention is significant. Therefore, this study concludes that product placement affects consumers' perceptions about automobile brands in the case of placement in movies and overall brand image appears to affect purchase decision-making.
It should be noted that for the marketer's efforts to be successful in delivering messages that the target audience will understand and acknowledge, product placement can play a pivotal role in the case of movies, but not in the cases of other media tools, such as TV programs, print, and video games. Effects of automobile product placement in other media besides movies are not found significant as customers recall automobile product placement in movies more strongly than other media, such as TV, print, and video games. Product placements are increasingly finding their way into TV programs, but are qualitatively different from a movie theater (Gupta and Lord, 1998) . Even though there are advantages of product placement in TV programs (e.g., diverse choices) other than in movies, product placement in TV programs had limitations, such as size of the screen and specific product categories (e.g., alcohol beverages and cigarettes). When placing an automobile brand in a major blockbuster movie airing around the world, this study suggests that it should be considered if this particular brand is available in those markets. For instance, from a management point of view, Cadillac's decision to spend millions of dollars on a number of prominent product placements (such as Be Cool, Matrix: Reloaded, among others) is questionable, when this brand is sold almost exclusively in the United States but is rarely available in any other markets where these movies are aired. A repetition of advertisements, in combination with strategic product placement, will create a mnemonic cue in the mind of the consumer, which -in a favorable case -will lead to a top-of-mind awareness of the brand (Belch and Belch, 2004 ). This might be the case of BMW, which was successful in creating a favorable image through a combination of prominent product placements, creating its own short movies (BMWFilms.com) and also a number of popular advertisements, all of which were consistent with the company's motto and theme of the ultimate driving machine. Likewise, as the results of this study show, placement, in particular in movies, increases the level of brand awareness, brand familiarity, brand image, and purchase intentions.
While this study makes both practical and academic contributions, there are some limitations to it. First, the study was conducted with a sample size of 265 subjects; a bigger sample size would possibly elicit more representative results. With regard to the selected media, although print media and video games are becoming increasingly popular targets for product placement (LaReau, 2005; Schneider and Cornwell, 2005) , the inclusion of such dissimilar media into the study did not deliver optimally comprehensive results, since respondents tended to show little interest in video games (56.6 percent), showed significantly higher levels of unawareness of automobile
